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A C K N O W L E D G M E N T S  
A  g o o d  t e x t  i s  h a r d l y  t h e  p r o d u c t  o f  o n e  o r  t w o  m i n d s .  T h u s  w e  a r e  g r a t e f u l  
t o  t h e  a u t h o r s  o f  a l l  t h e  m a t e r i a l s  c o n s u l t e d .  W e  a l s o  a c k n o w l e d g e  t h e  
v a l u a b l e  c o n t r i b u t i o n s  m a d e  b y  o u r  s t u d e n t s  i n  C o v e n a n t  U n i v e r s i t y  t h r o u g h  
a c t i v e  c l a s s  p a r t i c i p a t i o n s .  
F o r  t h e  r e c o r d s ,  w e  s h o u l d  a l s o  m e n t i o n  t h e  f o l l o w i n g  i n d i v i d u a l s  w l t u  
s u p p o r t e d  u s  i n  d i v e r s e  w a y s .  P r o f .  A i z e  O b a y a n .  M r .  Ye m i  N a t h a n i e l ,  D r .  
D a n i e l  R o t i m i ,  P r o f .  M .  0 .  A j a y i ,  P r o f .  J .  A .  B e l l o ,  P r o f .  S .  0 .  O t o k i t i .  
P r o f  I .  C .  A c h u m b a ,  P r o f .  N .  A s i k a ,  a n d  a  h o s t  o f  o t h e r s  w h o  h a v e  s e r v e d  
a s  g u i d i n g  l i g h t s  i n  o u r  p e r s o n a l  d e v e l o p m e n t  a s  i n t e l l e c t u a l s .  
We  f u r t h e r  a c k n o w l e d g e  o u r  d e b t  o f  g r a t i t u d e  t o  t h e  c h a n c e l l o r  o f  C o v e n a n t  
U n i v e r s i t y ,  O t a ,  D r .  D a v i d  O y e d e p o ,  w h o s e  o b e d i e n c e  t o  t h e  h e a v e n l y  
v i s i o n  h a s  b e c o m e  t h e  f u l c r u m  o f  o u r  a c a d e m i c  e x p l o i t s ,  b e s i d e s ,  h i s  
m o t i v a t i o n a l  s p e e c h e s  c o n s t i t u t e d  a  s o u r c e  o f  i m p e t u s  a n d  i n s p i r a t i o n  i n  
t h e  w r i t i n g  o f  t h i s  b o o k .  
W e  a l s o  a c k n o w l e d g e  t h e  s u p p o r t  a n d  c o o p e r a t i o n  o f  c o l l e a g u e s  l i k e  D r .  
0 .  S .  l b i d u n n i .  A .  0 .  A k a n d e .  D r .  S . T .  A k i n y e l e ,  D r .  0 .  O y e n i y i .  0 .  
O g u n a i k e ,  a n d  D r .  C .  O k a f o r .  D r .  C .  T o n g o .  E . O .  O j o .  D r .  A . A .  A d e n i j i .  
J . K .  O b a m i r o ,  N .  B a n w o .  O g u n b a ,  D r .  F .  l y o h a ,  M .  O g b a r i ,  a n d  o t h e r s .  
A l s o  w o r t h y  o f  m e n t i o n  i s  t h e  t i r d e s s  a n d  d e d i c a t e d  e f f o r t  p u t  i n  b y  M r .  J .  
A .  P h i l i p  w h o  t y p e d  t h e  e n t i r e  m a n u s c r i p t ,  a n d  w e  a l s o  a p p r e c i a t e  t h e  
w a r m  e n c o u r a g e m e n t  a n d  s u p p o r t  p r o v i d e d  b y  o u r  f a m i l i e s  w h i l e  w e  w e r e  
t i e d  d o w n  b y  t h i s  w o r k .  
F i n a l l y ,  w e  g i v e  a l l  t h a n k s  t o  G o d  A l m i g h t y  w h o s e  G r a c e  b r o u g h t  u s  
t o g e t h e r  f o r  t h i s  a s s i g n m e n t  a n d  g u i d e d  u s  a l l  t h r o u g h .  T o  H i m  a l o n e  b e  a l l  
t h e  G l o r y !  
V I  
FOREWORD 
The tu rbul ence in the business environment and the ever-changing needs 
of consumers make it desira ble to have a maze of texts that equip the 
students and sharpen the skills of the practitioner. Thi s is why this book 
has come to fill a gap. 
I was privileged to peruse through the chapters and my impression is that 
this book has surfaced at the appropriate time to address the segmented 
quagmire in the business environment occasioned by economic reforms. 
compel it ion, and changing consumer needs. 
The ai m of this book. to my mi nd. is to provide a modern and basic text for 
beginners in business studies in the Universities. The book also takes into 
account the needs of students preparing for professional examination in 
marketing and related disc iplines. The interest of the practising manager 
who constantly needs to refresh and update his knowledge is also covered 
in this book. 
While I commend the zest of the authors in recognizing the need for a 
book of thi s nature, I encourage those who have a need for a reliable 
ma rketing text to ava il them elves ofthe opportunity o tle red by this book. 
Prof. I. C. Achumba 
(Professor of Marketing) 
HOD. Dept. of Business Administration 
University of Lagos. 
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P R E F A C E  
I d e a l l y ,  m a r k e t e r s  d o  n o t  c r e a t e  n e e d  b u t  r e s p o n d  t o  i t .  T h i s  f a c t  i s  o n l y  
f a 1 1 1  i  I  i a r  t o  a  p e r s o n  w h o s e  g r i p  o n  c o n c e p t s  a n d  p r i n c i p l e s  o f  m a r k e t i n g  i s  
f i r m .  T h i s  b e c o m e s  p a r t i c u l a r l y  u r g e n t  n o w  t h a t  m a r k e t i n g  i s  c h a n g i n g  t o  
m e e t  t h e  n e e d  o f  t h e  c h a n g i n g  w o r l d .  T h u s ,  p e o p l e  n e e d  t o  u n d e r s t a n d  
m a r k e t i n g  f r o m  t h e  p o i n t  o f  v i e w  o f  c o n s u m e r s  a n d  c i t i z e n s .  
P e o p l e  a r e  a l w a y s  t r y i n g  t o  s e l l  s o m e t h i n g  t o  u s ,  s o  w e  n e e d  t o  r e c o g n i z e  
t h e  m e t h o d  t h e y  u s e .  W h e n  s e e k i n g  f o r  j o b s ,  p e o p l e  h a v e  t o  m a r k e t  
t h e m s e l v e s .  T h i s  t e x t .  t h e r e f o r e .  p r o v i d e s  a  c o m p r e h e n s i v e  i n t r o d u c t i o n  t o  
m a r k e t i n g  , f r o m  t h e  p r a c t i c a l  a s  w e l l  a s  t h e o r e t i c a l  p e r s p e c t i v e .  I t  i s  r i c h  i n  
r e a  1 - w o r l d  i l l u s t r a t i v e  e x a m  p i e s  a n d  a p p l i c a t i o n s ,  s h o w i n g  t h e  m a j o r  
d e c i s i o n s  t h a t  m a r k e t e r s  f a c e  i n  t h e i r  e f f o r t s  t o  b a l a n c e  t h e  o r g a n i z a t i o n · s  
o b j e c t i v e s  a n d  r e s o u r c e s  a g a i n s t  t h e  n e e d s  a n d  o p p o r t u n i t i e s  i n  t h e  m a r i - . c t  
p l a c e .  
T h e  i s s u e s  i n d i c a t e d  a b o v e  m a k e  t h e  c o n t e n t  a n d  s t r u c t u r e  c l e a r .  p r a c t i c a l .  
f r e s h .  l i v e l y .  a n d  a n  e n j o y a b l e  l e a r n i n g  e x p e r i e n c e .  I t  i s  d e s i g n e d  t o  s e r v e  
a s  i n t r o d u c t o r y  m a r k e t i n g  t e x t  f o r  s t u d e n t s  o f  B u s i n e s s  A d m i n i s t r a t i o n ,  
E c o n o m i c s ,  M a r k e t i n g ,  F i n a n c e .  e t c .  
R o w l a n d  W o r l u  P h . D  
J o s e p h  K e h i n d e  P h . D  
O m o t a y o  A d e g b u y i  P h . D  
C o v e n a n t  U n i v e r s i t y .  
O t a .  
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CHAPTER J 
NATURE AND SCOPE OF MARKETING 
L EARN ING OBJECTIVES 
/\t the end of the topic. the reader should knO\\-' the follo\\'ing : 
1. The nature and Scope of Marke ting 
11. The Meaning of Marketing 
111. The Histori cal Basis of Ma rketing 
1v. The Marketing Functions 
I. I INTRODUCTION TO MARKETING 
Nat ure and scope of marl<eting 
Marketing is a t the centre or humanity. This IS because it finds 
express ion in exchange process. 
/\s society grows. it becomes imperat ive to effect exchange through 
the performance ofanci llar) funct ions (like analys is, communications. 
valuation, production. distribution. etc) which fa ll within the purvie\.\' 
of marketing. 
However. at the very fundamental level, the concept of marketing 
tends to accentuate the acti vities that occur bctv .. cen the point of 
production and consumption. 
Production Marketing Consumption 
F'i;.:ure 1: S imple Marketin;.: Process. 
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\ / u r l . e r / 1 / g  l ' n n c r p l e . \  . - l n d  l p p i l c a f l o l l . \  
I  k r e  w e  n o t i c e  t h a t  t h e  m a r l - . e t i n g  a c t i v i t i e s  a r e  p r e s u m e d  t o  b e g i n  
f r o m  t h e  e n d  o f  t h e  p r o d u c t i o n  l i n e  a n d  c o n t i n u e s  u p  t o  t h e  p o i n t  o r  
c o n s u m p t i o n .  T h i s  c o n c e p t  o f  m a r k e t i n g  h e r e  i s  i n a d e q u a t e  b e c a u s e  
t h e r e  i s  n e e d  f o r  c u s t o m e r ' s  s a t i s f a c t i o n .  t h u s  a  b e t t e r  c o n c e p t  c a n  b e  
s h o , . , n  a s  f o i i O \ ' . S :  
~ G o o d s S e n i c c s  ~ 
' - - - - l· e e d b a c k  ~ 
F i g u r e 2 :  I m p r o v e d  M a r k e t i n g  P r o c e s .\  
T h i s  s h o w s  t h a t  t h e  n w r k c t e r  1 1 1 o n i t o r s  t h e  p o s t  p u r c h a s e  b e h a v i o u r  
o f  t h e  c u s t o m e r  v v i t h  a  v i c ' "  t o  r c \  i s i n g  m a r k e t i n g  p l a n s  i n  t h e  l i g h t  
o f  t h e  r e s u l t  o b t a i n e d .  B u t  t h i s  d o c s  n o t  s h o w  t h e  w h o l e  p i c t u r e  
b e c a u s e  o f  t h e  n e e d  f ( > r  p r e - p r o d u c t i o n  a c t i v i t i e s  o f  i d e n t i f y i n g  a n d  
a n a l y z i n g  c u s t o m e r  n e e d .  
T h e  d i a g r a m  b e i O \ \  g i '  c s  a  m o r e  c o m r r c h c n s i '  c  i n s i g h t  i n t o  t h e  n a t u r e  
a n d  s c o p e  o r  m a r k e t i n g :  
l
l d c n t i t )  a n d  
A n a l y s e  
l  
C u s t o m e r  
( m a r k e t )  
I  h e n  D e \  c l o p }· '  
m a r k e t i n g  T o  r e a c h  T o  p r o v i d e  
p r o g r a 1 1 1 1 .1 1 e  1 1  i t h  1  o u t p u t  o f :  I  
a  1 n 1 : - .  o f :  
- r  
P r o d u c t  ~~ C u s t o m e r  L J  C u s t o m e r  J  
D i s t r i b u t i o n  ( Mar~et)j L sat is f~ction 
P r i c e  P r o r n o t  i o n  j  
F e e d b a c k  
F i ; : u r e  3 :  C o m p r e h e n s i v e  M a r k e t i n g  P r o c e s s  I n  T h e  F i r m  ( W i t h  T h e  
A i d  O f  M a r k e t i n g  R e s e a r c h )  
1 8  
r  
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'mur.: and Scop.: of Mark.:tlll)! 
1.2 O~FIN I TION AND M~ANING OF MAI{K~TING 
Marketing. as a profession. has been various!) defined by scholars 
and groups. The American marketing Association committee on 
Definitions says that marketing is ··the perl(mnance or business 
activit ies that direct the noV\ of goods and services from producer to 
consumer or user" Here marketing is likened to the traffic 'vvarden. 
This definition is rickct) and inadequate because it s uggests that 
marketing operat ion begins ll·om the end or production line to the 
point of consumption . 1arl-.ct ing ob\ iousl) entails more than 
production orientation. \\ hich the definition reflects. Marketing 
processes begin long before the goods go into production and 
continues aller the goods have been purchased because the marketer 
has to monitor the post purchase behaviour of the consumer to enable 
him revise marketing plans in the light of resu lt. 
A somewhat broader defini lion of markcti ng \-\as given years ago. b) 
Pau l Mazur. lle sa id that marketing is the del ivery of a standard or 
li ving to the society. The beaut) of this defini ti on is that it portra) s 
marketing as the link bet\\een soc iet} ·s need and industria l response. 
It further shows that marketing takes ac ti\ e part in the development 
ora nation. 
llo\\ e\ cr. Malcolm McNair ofllan ard L'n i \ ersi l) li ne-tuncd .\ 1<uur ·s 
dclinition to read that markcting is the creation and deli\ ery or a 
standard or li ving to societ) . H) this line-tuning. i\1c aire underscored 
the need to recogni Le production acti\·ities as part and parcel of the 
entire marketing process. 
William Stanton. in his lv\ork. argued that the forego ing dclin it ioJJ 
lacked precision. In an attempt to correct thi s shortcoming. he defined 
marketing as a total system of interacting bus: ness activities designed 
to plan. price. promote. and distribute \\ant sati sfy ing product and 
services to present and potential customers. I lere Stanton onf) 
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Apart from training people to succeed in establishing, maintaining and 
enhancing long-term customer relationship, at a profit, marketing seeks 
to make people become enlightened consumers irrespective of their 
ultimate location in life. In other words, marketing is a discipline 
designed to equip the practitioners and develop a critical mass of 
consumers capable of making full use of the resources at their disposal. 
Building on this fundamental focus, this text articulates the basic 
theories and practical rules, which help the student develop analytical 
approach to the study of marketing in preparation for further studies. 
The practitioner will also discover that the text puts at his fingertips the 
techniques and pmcesses necessary for a giant stride in all marketing 
operations. 
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